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ABSTRACT  
 
The career search for students who studied/majored in professional sales to find their first post-
graduation/entry-level positions can be challenging. As graduation approaches, what avenues are 
used to pursue these career opportunities?  With the explosion of digital media and the millennial 
generation’s prolific use of online media, this would appear to be the preferred choice for job 
hunting.  This study investigates the use of online and traditional resources for sales student’s 
career search before graduation.  
 
With the explosion and proliferation of social media and the millennial generation’s propensity 
to use online media, it would be easy to assume that sales students predominately use online 
sources to procure their first post-college graduation jobs. Additionally, many job-hunting 
services, such as Monster.com, Glassdoor.com, and others are primarily online services. Are 
sales students engaging social media and other online activities to land entry-level career 
positions or are they still using traditional methods (i.e. College/University Career Fairs, 
College/University Career Services, Internships, etc.)  to find these positions?  This paper looks 
at the avenues that millennial students who studied in professional sales classes use to land their 
first post-college graduation positions.  
 
The results suggest that multiple methods are implemented by sales students during their first 
career search.  Sales students engage in social media and other online activities to land entry-
level career positions while still relying heavily upon traditional methods (i.e. College/ 
University Career Fairs, College/University Career Services, Internships, etc.)  to find these 
positions.  The one area that seems to be waning is university career services, perhaps suggesting 
less of a need in investment in this area by schools. 
 
To explore this issue, first is a study of the tools used by students who studied sales when 
searching for their first post-graduation career position.  Second, hypotheses are developed and 
tested.  Finally, conclusions are drawn.   
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